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The traditional marketing mode of the financing guarantee corporation is relying 
on commercial bank business. In the early days, the marketing mode on the one hand 
reduces the risk of the financing Guarantee Corporation rate, on the other hand, bring 
huge profits. But with the rapid development of financial market, financing Guarantee 
Corporation began to appear unable to keep pace with the times of the phenomenon, 
its development has encountered a bottleneck, the traditional marketing mode 
gradually revealing the shortcomings and deficiencies. Change the traditional 
marketing mode, has become a pressing matter of the moment of the financing 
guarantee corporation. 
    Through practical operation in A Guarantee Corporation, and assisted by the 
form of the questionnaire, I found that the introduction of the relationship marketing 
mode will be able to change the financing guarantee corporation the distress situation, 
to change the status quo of the shrinking volume of business. Relationship marketing 
mode is set up the long-term relationship with the stakeholders. The relationship 
marketing theory thinks the financing guarantee corporation should deepen 
relationship with the enterprises, not "a hammer" sale, to seek the breakthrough from 
every aspect of the enterprises for cooperation, eventually achieve "win-win" 
situation. 
    The innovation of this paper lies in: on the one hand, the application of 
relationship marketing theory to the financing Guarantee Corporation, broaden the 
financing Guarantee Corporation marketing way; on the other hand, scholars study 
the financing Guarantee corporation focuses more on the risk control, and this paper 
mainly discusses the marketing aspect. 
    The full text is divided into seven parts. The first part is the introduction, 
introduce the problem, explain the methods, discuss the significance and research 
status. The second part is a brief introduction to the theory of relationship marketing. 
The third part is the analysis of the marketing situation of our financing guarantee 
corporation, briefly introduces the current situation of the financing guarantee 
corporation. The fourth part is based on the A financing guarantee corporation as 















is development of relationship marketing mode to promote the financing guarantee 
corporation. The sixth part is relationship marketing mode in simple application of A 
financing guarantee corporation. The seventh part is the conclusion of the thesis. 
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